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Abstract 
By means of tourist information, the provider attempts to communicate with potential customers. To appeal to foreign 
consumers, the provider uses the help of translators. Here I will try to present that the tourist brochure texts demand a 
unique way of translation, and not a direct translation. Regarding this I will compare Macedonian and German tourist 
brochures to get answers to the following questions: What is the role of translators in theory and practice, and how 
well the professional translators cope with the mater at hand, keeping in mind the cultural differences to produce their 
own text. This analysis of the tourist brochures should help to identify similarities and differences between brochures 
from Macedonia and Germany. With this I want to highlight the linguistic and cultural differences between 
Macedonians and Germans based on the different history and mentality. 
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1. Introduction 
Tourist brochures are advertising texts, and in the typology of texts they belong to the type of 
operational text. Firstly, advertising texts are meant to gain willing attention from the reader. They are 
read for as long as they are interesting. The goal of advertising is to sell the product. Of course there are 
differences between advertising in general, and advertising in tourism. Advertising for tourist facilities 
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has a different approach. False promises in travel brochures regularly lead to compensation claims or 
disappointed travelers.  The main goal in tourist brochures is to clarify to the traveler the specifications of 
the various facilities so that he finds the right one for his taste and budget, and doesn’t get disappointed. 
When such texts are translated, a strategy of target language is used. 
By changing the output text, it can be made functional. This requires the translator's skill, which is not 
identical with language skills, but among others also the skill to produce own text.  
1.1. The search for the right translation 
Only professional translators are able to produce a good target language from all the source, and target 
language texts. And if necessary, they communicate directly with relevant contacts. 
Since about the seventies, the relevant specialists for Translation Studies at German and foreign 
universities discuss over who deserves the main attention in the process of translation, the source text or 
target text. A balanced representation of different positions can be found in Jakobsen. This controversy 
can be traced back at least to Cicero. According to Jakobsen the institutions who supply the tourist 
information and instruction manuals take the role of author and translator. The function of the translated 
text in the target language is based on the expectations and interests of the target language recipients. 
When we see errors in the translation we do not ask 'Why it has been translated like that?' But instead 
'What is the impact of these errors on the understanding of the text and therefore the translation 
function?" 
However, opinions differ, regarding the significance of output texts. 
The sentence structure of the target text should conform to the target cultural conventions in order to 
facilitate the reception of the information. 
1.2. Information flow in translational framework 
Using the drawing on the following page I have tried to portray the relationships between texts 
(rectangular boxes) and individuals (circles). As it is apparent from the drawings, the translator that 
translates from Macedonian to German uses more texts and sources than the author of the text. 
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Figure 1 The translational activity in the production of German-language tourist information 
At the heart of the tourist information, are various data to be passed on to consumers. Many factors 
will determine whether translators will supply translated, edited or own text. These factors include the 
identity of the translators, the translator image in the eyes of the client, the resources of the client and also 
the motivation of the client, how closely his economic interests are linked with the success or failure of 
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foreign-language tourist information. In other words, who he regards as his employer, the tourist office or 
the tourists themselves? 
These factors determine whether the text that is submitted to the translators is regarded as binding, or as 
carrier of information of which the translator should create the layout and data as a proposal for designing 
the target text. Because often the main part of the edition is read by Macedonian consumers, it is 
understandable that clients can customize the layout only once. But because the text and images should be 
complemented, the given layout limits the possibilities of the text producers. 
A mark of a nonprofessional translator is often the desire to treat the text as holy, and not to add or 
omit a word. Laymen have the idea that translators must translate word for word and therefore don’t trust 
in their ability to produce their own text. Generally it is known that advertising should be country-
specific. Translators as professionals for text production and cultural transfer, know both target and 
source culture, and therefore determine how to translate, and are accountable for their decisions. The 
translator of a brochure for the destination X should try to find out independently what the foreign visitors 
there could be especially interested in, and what information more they should receive in comparison to 
the local tourists. 
2. The linguistic and cultural differences 
2.1. Cultural transfer 
The translator should “feel at home” using both languages and cultures, and he should know the target 
language as good as his native language. I assume that foreign tourists should learn a lot about the culture 
of the tourist destination with the help of tourist information, so they can eliminate prejudices and gain 
knowledge. 
A foreign culture can be understood only when your own culture has been made conscious. 
The greater the cultural distance, the more work is needed by the translator. The translator that 
translates from Macedonian to German needs to put in a greater effort in cultural transfers than the 
Macedonian-Bulgarian, Serbian translation. 
2.2. The linguistic resources 
The tourist would feel welcome if he got more information in the destination country in his own 
language. The foreign tourists in a tourist country are linguistically isolated, they neither understand what 
people talk around them, nor can they read what is on the advertisements by the road, nor do they 
understand radio or television broadcasts. In this situation, the foreign-language information leaflet can 
expect a full and grateful attention of the recipient. The degree of linguistic isolation varies depending on 
the type of tourists. Individuals without friends from the tourist country are completely without linguistic 
attachment points. Tour groups with guides on the other hand, feel the least isolation. The need of the 
participants of group tours for written information seems limited. Booklets, if perceived at all, are taken 
as a souvenir and reminder, because the individual participant has no influence on the visiting program. 
Individuals, however, without such material, are left on good luck on the road. It remains to chance where 
they dine, where they stay, and what cultural institutions they find.  
2.3. Morpho-syntactic features 
Next we can see what linguistic means the certain tourist organizations use in the various brochures. A 
certain statement can be interpreted in many ways. If graphic symbols are ignored, then we can 
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distinguish in the linguistic means: lists of nouns (with or without adjectives), abbreviated phrases and 
whole sentences. 
 
Examples: 
Noun series: "Zimmerausstattung: Fernseher, Radio, Telefon, Minibar, Dusche, Hosenbüglel und 
Haartrockner".  
Noun series with adjectives: "25 gemütliche Doppelzimmer, Tagungsräume, Tanzbar".  
Whole sentences: "Das Hotel verfügt über 24 Zimmer von gutem Standard, ein freundliches 
Speiserestaurant, eine Lobbybar, eine Saunaabteilung sowie eine Sommerterrasse".  
Rather than providing only information to the customer, it can be more or less urged to use the 
facilities offered. These in turn are various linguistic means available: 
Declarative sentences without salutation: "Unser Restaurant ist ein Treffpunkt für Feinschmecker. 
Das Menü bietet immer die vorzüglichsten Delikatessen der jeweiligen Saison".  
Declarative sentences with salutation: "In (...) unserem Restaurant (...) können Sie beides genießen: 
einen grandiosen Panoramablick und vorzügliche Gaumenfreuden. (...) 
Imperative sentences: "Genießen Sie die frische, an der jeweiligen Saison orientierte Küche!"  
Interrogative sentences: "Darf es vielleicht ein romantisches Abendessen sein?"  
 
Table 1. Morphosyntactic features 
 Declarative 
sentences without 
salutation 
Declarative 
sentences with 
salutation 
Imperative 
sentences 
Interrogative 
sentences 
Macedonian        
Brochure  Sum  
210 24 11 2 
German Brochure 
Sum 
77 26 27 1 
 
One can see that the German-language tourist information uses relatively more imperative sentences 
and declarative sentences with a salutation than the Macedonian-language tourist information. An average 
publisher of German advertisements for the foodservice, preferres declarative sentences with title. 
 
Table 2. The linguistic means 
 
Indicative: 
 
Possessives with noun:    
 
Forms od address imperative: 
Expression Expression Expression 
Sie genießen Ihre Entdeckungsreise lassen Sie sich verwöhnen 
Sie erleben Ihr Besuch lassen Sie sich bezaubern 
Sie erreichen Ihre Wünsche lassen Sie sich servieren 
Sie haben die Wahl Ihr Gastgeber lassen Sie sich schmecken 
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Sie werden Ihre Vorteile lassen Sie sich einfangen 
Sie können Ihr Zuhause genießen Sie 
Sie übernachten Ihr Aufenthalt erleben Sie 
Sie wohnen Ihre Ansprüche nutzen Sie 
Sie essen Ihre Entdeckungsreise sammeln Sie 
Sie speisen Ihr Besuch Verweilen Sie 
Sie bekommen Ihre Vorteile wählen Sie zwischen 
Sie verlassen Ihr Zuhause entspannen Sie sich 
Sie erhalten Ihre Wünsche lernen Sie kennen 
Wir stellen Ihnen Ihr Gastgeber verbringen Sie 
Wir servieren Ihnen  Vergessen Sie 
Sie erwartet  Entdecken Sie 
Sie finden  machen Sie 
Sie beteiligen sich  treten Sie ein 
Sie lassen sich  Erfrischen Sie sich 
Sie müssen  erholen Sie sich 
Sie verbringen  gönnen Sie sich 
Wir verwöhnen Sie 
mit...  kommen Sie 
Ihnen stehen zur 
Verfügung  Verkosten Sie 
Ihnen stehen zur 
Auswahl  erforschen Sie 
Sichert Ihnen  erkunden Sie 
Bietet/bieten Ihnen   
wir freuen uns auf Sie   
wir begrüßen Sie   
Stehen für Sie bereit   
für Sie eingerichtet   
Dass Sie sich 
wohlfühlen   
 
Macedonian brochures make significantly less use of address forms and imperatives, are editorially 
non-uniform, not only the layout, but also concerning the linguistic resources. The texts in Macedonian 
brochures often seem arranged by the tourism companies and are translated directly, without stylistic 
processing by the editors. This makes it possible to assume that the style of the individual displays 
correspond to the notions of the responsible persons (hotel or restaurant owners). However, the target text 
should stylistically correspond to the established norms of the corresponding match type of text in the 
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target language. Graphically and linguistically, it should not disappoint the expectations and habits of the 
recipient. 
2.4. Lexical features 
The producer of the text should always remember that the tourist does not travel with a conversation 
dictionary in the baggage. When we encounter special characteristics in a culture, a single word 
translation is not enough to explain the matter and make the text more functional. If it is sufficient for the 
locals to use one word, the foreigners need to be tailored explanations so they understand the implied 
invitation. 
G      М 
Hier wird ‘oro’ getanzt. Ovde se igra ‘oro’. 
Wollen Sie das gjomleze kosten? Sakate da go vkusite ‘gjomlezeto’? 
Wir machen einen Spaziergang durch 
die  Ohrider ‚carsija’. 
Ke se prosetame niz ohridskata ‘carsija‘. 
 
Since 1:1 is a translational rule, we can not always idealy assess many culture-specific realities - 
representations of elements of spiritual and material culture that are specific to a country and region (as 
described in the above example). There are many other culture-specific realities. They include: 
ethnographic objects, crafts and architecture characteristics, religion, manners and customs, local dishes, 
etc. e.g. Macedonian Oro, folk dance ‘Oro’  to foreign tourists need more than a note such as: 
Macedonian dance company. In the last 10 years there are many words taken as loan translations into 
Macedonian: Spa Hotel - спахотел, Hotel Club - клуб хотел, Пратер, Oктобарфест. For a text to be 
understandable, the statements should be in tune with the recipient’s world-knowledge. Unknown 
lexemes should be avoided as well as unknown idioms. New ideas and concepts can only be successfully 
taught, when the author comes from the world-knowledge of the recipient, setting out explicitly what is 
new and brings it into context. Whoever wants to read a text, wants to learn something new. It must be 
ensured, however, that the understanding chain is not broke, because the recipient was left unprepared. 
3. Summary 
The goal of the tourist information is to give tourists, a feeling of being home. Also, the text should be 
chosen so that the foreign reader holds trust. This is achieved when the tourist offer is presented from the 
perspective of the visitor, as is common in the travel accounts of the newspaper feature pages and in many 
commercial guides. This means full adaptation to the habits of the target group, stylistic and 
communicative. The text should be easily readable and clearly arranged (if there is only one day available 
to get to know a place, you don’t have the time or will to look far for relevant information). 
If the goal of the tourist information is to “sell” Macedonia, (as a tourist destinations) to the German 
tourists, if influencing the purchase decisions of consumers is the goal, the material must be designed 
differently than for the purpose of information for consumers who have already been there and are going 
there again. In the first case, the advertising function is in the foreground, in the second case, the 
informative function. If it is necessary to combine both functions (to save money), the cover pages and 
the front of the brochure would be aimed to intrigue, amuse and captivate the reader, to awake in them a 
desire to travel to Macedonia. The informative part would be back in the brochure. 
This research demonstrated that the production and translation of the tourist information should be 
with more attention, and awareness among employees in the tourist organizations. In order to improve the 
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quality of the German-language tourist information, it would be worthwhile to ask the tourists about their 
experiences with Macedonian brochures, before their departure. 
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